Purpose -The purpose of this paper is to propose and test a longitudinal country-people image effect model involving a significant negative international incident between countries; study how such a model changes over time; and study the extent of image recovery in terms of how the offending country, people, and its products are perceived. Design/methodology/approach -Australian consumers were surveyed before, during, and a decade after the French nuclear testing in the Pacific in 1995. Model testing was conducted using confirmatory factor analysis (CFA) and structural equation modeling (SEM) techniques. Findings -The model was strongly supported in all three-time points. During the crisis, negative feelings toward France/French rose and consumers' response to French products dropped. Country-people competency has risen over country-people character in explaining product evaluations. In the final period, the Australian views on country-people character and product response had more than recovered. The country-people character beliefs now play a significant role in influencing product evaluations after the crisis than before, while the impacts of country-people competency on product evaluation and response have diminished dramatically. Product evaluation is fairly stable over time. Originality/value -Studies to date have focused on country image at a point in time in relatively stable environmental conditions. The proposed model is helpful in understanding the processes of country-product image effects through the study of all attitude components and through differentiation of beliefs about country and people production-related and non-production related characteristics. The cross-temporal validation of the model indicates its usefulness for general applicability in country image effects research.
Introduction
Modeling of country image effects on product attitudes has received recent attention as part of the massive research literature on what is often referred to as country-of-origin effects. The country image effects models have been based largely on belief-driven theories of reasoned action or more recently on the tri-component attitude models involving emotions as well as beliefs as predictors of behavioral intentions, particularly product purchasing intentions. Studies to date have been largely context-free in the sense that they have focused on country image at a point in time in relatively stable environmental conditions. In fact, the general intent of most country-of-origin research usually is to provide information about the country's or countries' images at one point in time and the pattern of relationships among image components or dimensions. However, country images can change over time, sometimes slowly but sometimes very rapidly, particularly in reaction to incidents that generate animosity.
The aim of this study is to present and test a model of country image effects and to examine the construct relationships posited in the hypothesized model. Then we apply the model at three time periods that encompass a significant negative international incident involving a major disruption of relationships between consumer/citizens of one country and another country. The country image model will encompass not only attitudes to products of the offending country but also attitudes toward the offending country and its people. The country-people belief component of attitudes will differentiate between dimensions associated with the production capabilities and non-production related characteristics. The focus on a negative international incident will be particularly useful as a means to study the dynamics of these country-people beliefs and related product beliefs, evaluations, and responses. By surveying the same population a decade after the incident, the opportunity is provided to study longer-term outcomes. By examining changes that may occur in model constructs and/or their relationships around such an incident, considerably more information can be learned about the nature of country image effects and the processes of image decline and recovery. If the model performs well across time periods in describing the processes of country image effects, then the model can be expected to have a wide general application for researchers and practitioners -something that is currently lacking in the country image effects literature.
The model application involves a series of studies of Australian consumers' attitudes towards France and French products in the period of 1992-2005. In 1995 France conducted nuclear testing in the Pacific in the Moruroa atoll in French Polynesia, east of Australia. Australians widely and vociferously protested this action. Edwards et al. (2007) noted that businesses in Australia with any kind of French associations, particularly those with consumer markets, reported experiencing negative market effects. In 1996, France dismantled its nuclear testing program. The objectives of the study are to:
(1) Propose and test a general model of country image effects in the context of Australian consumers' views of France and the French as they relate to their views of French products. (2) Study how such a model may change over a period of time involving a significant international discord between Australia and France. (3) Study the extent and nature of recovery a decade later in the views of the French and French products from any damage that may have occurred during the discord.
Modeling country image effects

Literature review
The following research review will begin with the area of country-product images and modeling of image effects. It will then turn to the theoretical foundations of such models in general attitude theories and how they have been applied within the country image area before finishing with a review of the role of emotions in country image research.
Country-product image research
Research on country images in the context of their impacts on consumer reactions to products (product-country image effects or country-of-origin research) has a long history with over 1,200 published works in the field. It is arguably the most researched field in international marketing. Many important conclusions have been drawn from this body of research. Recent and thorough reviews of country image research have been written by Papadopoulos and Heslop (2003) and Srinivasan and Jain (2003) . While there has been some concern expressed about the breadth of the impact of country-of-origin information on consumer purchases (Liefeld, 2004) , there is considerable evidence that country images can and do impact consumers acting both directly and indirectly on product beliefs and purchase intentions, under a variety of circumstances at the level of individual products, at the product category level, and across a wide range of product categories. Most research has concentrated on comparing images of countries as producers of products and on examining the direct link between these images and product assessments. It has also been noted that country images can change over time and across product categories in response to long-term factors (e.g. generally economic development and industrialization of nations) or as the result of major events (e.g. staging the Olympics and international conflicts).
The literature on country image effects broadly refers to attitudes toward products made in or otherwise associated with (manufactured in, manufactured by a company with head office in, assembled in, designed in, ingredients from) a country. Modeling of country image effects traces back to one of the earliest works in the area by Garland et al. (1987) . Since then, there have been between 25 and 30 model-based papers (for a recent review, see Papadopoulos and Butt, 2005) . All the recent models have included a central set of constructs that reflect a foundation in tri-component attitude theory. Attitudes are conceptualized as having three components -cognitive (beliefs), affective (emotions or feelings) and conative (response) (Hawkins et al., 2004, p. 387) . Most research on country effects deals mainly with the impacts of product beliefs (about product quality, reliability, innovativeness, attractiveness, performance, etc) on product behaviors/responses (e.g. intentions to buy, willingness to buy, buying, rebuying, willingness to recommend, willingness to pay, refusal to buy, boycotting). However, country image effects need to be studied from both a cognitive and an affect base. Views of a country may impact purchase behavior through several routes, some of which involve product beliefs and some of which involve emotions (e.g. liking, trusting, pride) and emotion-related evaluations and judgments (e.g. preference, satisfied with, value, and ideal). (Further discussion of emotions will follow in the next section.)
While product attitudes have been the main focus of country image models, there have been a few attempts involving the modeling exogenous constructs associated IMR 25, 4 with broader country images to explain the product-related constructs. These more complex models are included, for example, in works by Papadopoulos et al. (1987) , Haubl (1996) ; Li et al.(1997) , Lee and Ganesh (1999) , Knight and Calantone (2000) , Orbaiz and Papadopoulos (2003) , Heslop et al.(2004 ), van Ittersum et al.(2003 , and Laroche et al.(2005) . In these models, the wider country image constructs have been positioned as foundational to the country-based product beliefs, evaluations, and responses. Therefore, these models examine the possible antecedents of product beliefs within more deeply rooted country images. Like the product measures, the foundational country image constructs are attitudes and, therefore, include measures of country beliefs, evaluations and behavioral responses. The country image measures most commonly included in these few models are:
. Political and social character of the country -e.g. political stability, democracy level, rights, environmental controls, role in world politics, peaceful, quality of life, education.
. Capacities/competencies of the country -e.g. technically advanced, industrialized, economic stability, well managed economy, wealth.
. Character of the people -e.g. trustworthy, friendly.
. Competency of the people -e.g. well educated, hard working, industrious.
. Country and people evaluations -e.g. likeable, ideal, attractive.
. Desired country associations -e.g. interested in immigrants from, travel to, investment from, investing in, closer ties with.
It can be seen that this set of constructs also reflects the tri-components of attitudes to the people and the country -the first two are cognitive components of the country, the next two are cognitive components of the people, the next one involves evaluative affect, and the final is behavior-related. Thus, the country-people constructs neatly parallel the product-related constructs.
Emotions and country image effects
The importance of emotional meaning associated with country images and its transfer to products has been posited by some researchers (Askegaard and Ger, 1998; Verlegh and Steenkamp, 1999) . A limited number of country-product image studies have documented the role of emotions and emotion-based evaluations of country images on consumer responses. Of note are recent models of country-product image effects by Knight and Calantone (2000) , Heslop et al.(2004) , and Orbaiz and Papadopoulos (2003) . In these studies, more general measures of beliefs and feelings about countries and their people were included, and their effects on product beliefs, judgments and attitudes/willingness to buy were modeled. In all cases, positive impacts of country and people responses and evaluations that were largely emotion-based (e.g. like, admire, ideal) were found to be significant, usually serving as independent predictors of product responses, even when product beliefs and evaluations were also shown to have effects. Therefore, this area of research might be well served by greater consideration of emotions, regarding both countries and their products, in consumer response to products from different countries.
The studies of the role of ethnocentrism and patriotism in country-of-origin effects may be considered as affect-based studies. Both have to do with the basis for Modeling country image effects preference for domestic products over imported products. Shimp and Sharma (1987) introduced the concept of ethnocentrism to describe normative-based reactions to foreign products. Ethnocentrism is a moral judgment about the acceptability of buying foreign goods because of the impact on domestic industries, thus it is a generalized negative affect towards foreign goods that transcends assessments of their quality and value. However, there is a substantial cognitive base to ethnocentric orientations, since the rationale is often related to the vulnerability of domestic producers. Patriotism is much more purely emotionally based. Deep feelings towards one's home country and its superiority are based on psychological processes distinguishing in-groups from out-groups. Animosity is another emotion that has been studied in an effort to understand country image downturns based on activities of governments, such as war, economic rivalry, or political disagreements. Klein et al., (1998, p. 90) have defined animosity as "the remnants of antipathy related to previous or ongoing military, political, or economic events" that are perceived as "grievous and difficult to forgive." Several researchers (see for example, Amine et al., 2005; Ang et al., 2004; Brunner et al., 1993; Ettenson and Klein, 2005; Klein, 2002; Klein and Ettenson, 1999; Klein et al., 1998) have studied the effects of animosity towards countries and the impact of animosity on attitudes towards purchasing products from these countries.
Animosity, as portrayed, is clearly an emotional response. However, the studies to date have not fully explored the role of animosity as an emotion in its effects. Instead it has been studied only as an independent variable affecting mainly behavioral outcomes and occasionally product beliefs but without regard to how it might also affect and interact with beliefs about and evaluations of the country. Klein et al.(1998) and Klein (2002) studied animosity as a construct, along with other measured constructs of consumer ethnocentrism and product judgments in a model to predict the willingness of consumers in one country to buy products made in another country that was responsible for perceived military wrongs. Animosity towards the offending country, as measured in these studies, was found to be related to behavioral measures (willingness to buy) but not to product belief measures.
The same animosity construct was tested in a study of Australian consumers' response to products of France by Ettenson and Klein (2005) following nuclear testing by the French in the South Pacific. They again demonstrated evidence of animosity impacts on willingness to buy that were independent of product judgments. However, while this is the only study to examine the response of Australians to French nuclear testing, its time frame is very limited and did not allow for the study of longer-term responses of Australian consumers for possible recovery of relationships with France beyond a two-year period. Also, the animosity research has focused on this particular emotion largely in the context of specific events that are believed to trigger the animosity and therefore, does not have broad applicability to country image effects modeling.
Proposed country-people image effects model To study the association of country and people images to product beliefs, evaluations and responses, a model is proposed and tested in the context of an international incident involving conflict between nations. Not much progress in understanding the psychological processes involved in country-of-origin effects has been made since IMR 25,4 Haubl (1996) noted that "little is known about the psychological structure of the effects of a product's country of origin . . . on the evaluation and purchase intentions towards a product"(p. 77). Haubl's (1996) own model of country image effects on the assessment of cars included constructs only directly related to the country's ability to produce the car in question, but research on animosity and more recent research on specific country-of-origin effects models suggest wider country-based beliefs and affects are also relevant to final product conations. Lee and Ganesh (1999) point out that country image is "created not only by products but also by other variables like economic and political status, technological advancement . . . " (p. 19) Therefore, country images that can affect attitudes towards products from the country must be understood from both the country beliefs generated by the production-oriented dimension of the country and its people, and also from the non-production dimensions of both the country and the people. The former can be expected to be most closely associated with qualities of the products of the country, but the latter will also be related to the willingness to associate with the country in various ways, including buying its products. Therefore, based on attitude-component models and previous research on country-of-origin effects, the model proposes relationships among:
.
Country-based beliefs about product evaluations.
Responses to the products of the country.
. Production-related beliefs about the capabilities or competence of the country and its people to produce desirable products.
. Non-production-related qualities or character of the country and people that make relationship-building desirable, i.e. what might be considered the "personality" of the country. Such "personality" characteristics are the basis of emotional-based branding for products (Holt, 2004) and can be expected to have the same role in country branding. of the impacts of country-based product beliefs and evaluations, as well as country and people components of foundational country images and their direct and indirect effects on product beliefs, evaluations and behaviors. It also responds to the call of Riefler and Diamantopoulos (2007) to seek broader, less incident-focused measures of country and product attitudes. The model proposes that both country and people character (CPCH) and competency (CPCO) ratings have effects in the formation of product country images. It indicates that evaluations of products from a country (PEV) can be expected to be most directly impacted through beliefs about the country's ability to produce desirable products, as reflected by the relationship of images of the country and people industrialization/competency (CPCO) to product evaluation beliefs. However, a secondary effect (indicated with dashed arrow) from country-people character images (CPCH) is also possible. Country-people evaluations (CPEV) are formed primarily from images of the character of the country and its people (CPCH). In turn, country and product evaluations directly impact on the interest in associating with the people and country through purchase response mechanisms (RE). All the effects are hypothesized to be positive.
Testing of the model in multiple years will assess the stability of the model during disruptive times in international relationships. If the model fits well in all the different time periods, there is good evidence of its generalizability. In addition, any changes in construct means and construct relationships across years will be greatly informative with regards to the responses of consumers to negative incidents and possible longer-term recovery.
Data collection and samples
The French testing of nuclear weapons in the South Pacific is a good example of a political decision that had dramatic reactions from citizen-consumers in other countries. People in Australia and many other nations in the South Pacific were outraged by the action and the attitude of the French government. There is evidence of considerable spontaneous public interest group organized and government supported boycotting of French products in Australia beginning in late 1995 (Aiken and Cooper, 1995; Irving et al., 2002; NSW Legislative Council Hansard, 1995) .
To study consumer responses at the attitudinal level, Australian consumers in an east-coast city were surveyed in September-December 1992, August-September 1995 and July-August 2005. This area of Australia was best suited to the study because of its proximity to the nuclear test site and because it was the region of Australia where consumer boycott and protest activities were most intense. The range of time periods surrounds and includes the period of French testing. The choice of survey times in the first two instances was unrelated to the crisis event. The 1995 survey was planned before the announcement of the plan for the nuclear tests and was in the field after the announcement but immediately preceding the actual tests time. The final survey timing was based on evidence of normalization of relationship between the two countries including importation levels and state visits. Bentzen and Smith (2001) noted a sustained negative impact attributable to nuclear testing on sales of wine in Denmark that lasted through 2000, suggesting recovery would take longer than five years even in countries far from the test site. We examined trade statistics for Australia and noted imports from France into Australia in absolute terms and relative to other countries . We believed it was desirable in this study to leave significant time between waves to provide the best possible chance for shifts in attitudinal responses. There was more to be gained from delaying the third wave to allow for the possibility of such changes rather than to proceed with follow-up data collection too early. France's efforts to assuage the negative reaction of Australians could be seen to range from complete indifference to distant and indirect. Therefore, there was no reason to expect a rapid recovery in attitudes of Australians. The purpose of the study was not to pinpoint any specific length of recovery time.
This study is one of the very few in any consumer behavior area that has repeated a study design in the same country across multiple periods and that captures a major political event that seriously disrupted international relations.
A drop-off/pick-up questionnaire was distributed in a systematic method to households in randomly chosen neighborhoods. The number of usable questionnaires received was 291 in 1992, 300 in 1995, and 302 in 2005. Response rates were approximately 40 per cent in all years. The questionnaire contained the 11 country-people and seven product related seven-point bi-polar scales shown in Table I to provide multiple measures of each of the constructs. The scales were drawn from earlier studies. Measures of product dimensions have a long history dating back to the first work by Nagashima (1970) , Lillis and Narayana (1974) , Darling and Kraft (1977) and Bannister and Saunders (1978) , but measures of country and people were not used until the late 1980s (see for example, Papadopoulos et al. 1987 and Papadopoulos et al. 1990 ). The measures listed below drawn from these works, as well as more general measures from international behavior research (see, for example, Kelman, 1965) . These past country image studies do not generally report measures of reliabilities, however, this study will address issues of reliability and validity in the analysis section. The scales were used consistently across all three surveys and specifically solicited information about:
. beliefs about the character of the country and people -ideal country, safe, many individual rights, democratic;
. beliefs about France as an advanced industrialized country, i.e. competency of the country and people -educated, industrialized, rich, stable;
. evaluations of country and people -like France, peaceful people, trustworthy people;
. product beliefs and evaluations -good overall, workmanship, satisfied with, quality, reliable; and . product response -willing to buy, proud to own.
The measures of products images in this study are at the aggregate level. Lillis and Narayana (1974) Papadopoulos (1993) noted that researchers have found considerable congruency across images of countries whether measurement was done at the general product, specific product, or product category level. He concluded that measures at all levels are valid and provide important information and that consumers make abstractions of country-product information into overall country images. He further noted that the choice depends on the goals of the researcher. Han (1989) also observed that country images are like brand images and to form country images consumers abstract information about a country's products to form the wider image. Since the goal of the research was to compare general country-based product images, the more general level was chosen and is less likely to be affected by possible changes in specific product import levels over time.
Analysis and results
Prior to data analysis, we examined data and found no serious problems related to missing data, non-normality, outliers, and multicollinearity. As a result of very small amount of missing values (less than 0.3 percent), the expectation-maximization (EM) approach in SPSS missing values analysis (SPSS version 14) was used for missing value imputation. We also found the respondents across survey years were substantively comparable on demographic variables (i.e. gender, age, and education).
Model testing
The model analysis comprised four steps. The first two steps followed recommendations by Gerbing and Anderson (1988) . First confirmatory factor analysis (CFA) was used to test the fit and construct validity of the proposed measurement model within each sample (i.e. year). After a reasonably well-fitting measurement model has been established, the proposed structural model was tested in each sample using structural equation modeling (SEM). To assess the validity of the hypothesized structural model, rival models were also evaluated. In the last two steps, the construct means and structural relationships across samples were compared by using multigroup confirmatory factor analysis (MGCFA) and multigroup structural equation modeling (MGSEM), respectively. All analyses employed the maximum likelihood (ML) estimation procedure of LISREL 8.54 (Jöreskog and Sörbom, 2001) . As the input data for various SEM procedures and CFA, the covariance matrix and mean vector from each sample were used. Measurement model evaluation. The proposed measurement model was formulated as congeneric, consisting of five unidimensional constructs. Each item only loads on one construct; constructs are allowed to covary. All the items were proposed and tested as reflective of the constructs. Items that did not fit a proposed construct were re-examined as indicators for alternate constructs if the interpretation of the item is similar to some aspect of the alternate constructs. Concern was given to create consistency across the three time periods to facilitate cross-year comparisons. The final measures used for each construct and measurement model fit indicators are contained in Table I . The CFA results show the final measurement model fits relatively well in all three samples. All model fit indices are within the range of recommended values (see Bollen, 1989; Browne and Cudeck, 1993; Hoyle, 1995; Hu and Bentler, 1999; Kline, 2005) To further assess the quality of the measurement model, the convergent, discriminant, and nomological validity of the constructs were examined for each sample separately. All factors loadings of the final measures are highly significant (p , 0:01), as required for convergent validity (see Table I ). The average loadings for a construct across years exceeded the minimum values of 0.5 suggested by Hair et al. (2005) , except for "democratic" and "rights" in construct country-people character (CPCH) with loading estimates of 0.49 and 0.45, respectively. These two indicators were retained in the model since they did not appear to significantly harm model fit or internal consistency and are close to the cut-off value. The average construct reliability estimates are all above the recommended value of 0.7 (Hair et al., 2005) , except for the construct country-people character (CPCH) with an estimate of reliability of 0.65, which is close to the cut-off. In addition, the variance extracted by each construct ranged from 0.33 to 0.59 on average. Altogether, the evidence generally supports the convergent validity of the measurement model.
We assessed the discriminant validity in our measurement model using three approaches. First, as a basic test of discriminant validity, we constructed 95 percent confidence intervals for the estimated inter-construct correlations (Anderson and Gerbing, 1988) . All the confidence intervals in each sample do not contain a value of 1; this is evidence of discriminant validity. Second, we used another procedure by Anderson and Gerbing (1988) that has been widely adopted by other researchers (e.g. Laroche et al., 2005; Palmatier et al., 2007; Steenkamp and Geyskens, 2006) . For each pair of constructs, we compared a model in which the correlation of the two constructs was freely estimated with a model in which the correlation was constrained to 1. Our results suggest in each sample chi-square differences were significant for all model comparisons (p , 0:01) which demonstrates discriminant validity of the constructs (see Table II ). Lastly, we used the Fornell and Larcker (1981) procedure which is considered a more demanding test of discriminant validity (De Wulf et al., 2001; Grewal et al., 2004) . Specifically, the variance extracted for any two constructs was compared with the squared correlation estimate between these two constructs. If the variances extracted are greater than the squared correlation, this is evidence of discriminant validity. Only three pairs of constructs did not pass this test: CPCH-CPCO, CPCH-CPEV, and PEV-RE (see Table III ). Based on all the results of all three procedures, there is reasonably strong support for the conclusion that the constructs have satisfactory discriminant validity.
A construct has high nomological validity if it associates with other constructs or variables in a way that is consistent with a priori expectations (Peter, 1981) . The inter-construct correlations support the theoretical prediction that the five constructs are positively related to one another.
The final construct names and measures were:
Country-people character (CPCH): IDEAL, SAFE, RIGHTS, DEMOCRATIC.
Country-people competence (CPCO): EDUCATED, INDUSTRIALIZED, RICH, STABLE.
. 
Country-people evaluation (CPEV)
:
Response (RE): PROUD TO OWN, WILLING TO BUY.
Evaluation of the hypothesized structural model. Having established an acceptable measurement model, the hypothesized structural model can be evaluated. The validity of the hypothesized structural model was assessed by examining indices of model fit, structural parameter estimates, and the proportion of variance explained in the endogenous variables (i.e. predictive power). The model fit indices and the estimated structural paths for each model are provided in Table IV and Figure 2 , respectively. The hypothesized structural model fits all three samples very well as all fit indices fall within the recommended range. The hypothesized effects are all statistically significant, except for the path from country-people character (CPCH) to product evaluations (PEV) in 1995, and the path from country-people competency (CPCO) to product evaluations (PEV) in 2005. All the statistically significant relationships are in the hypothesized direction; again, this is support for the nomological validity of the constructs. The mean predictive power is 51 percent across years. In addition, the model does not suffer from interpretational confounding, as the estimated factors loadings have not changed substantially from the loadings in the preliminary CFA model; this is further support for the validity of the measurement model (Hair et al., 2005) . Evaluation of rival models. As part of model evaluation, we compared two competing theoretical models. Research by Heslop et al. (2004) noted the effects of beliefs about the abilities of countries and people to produce products on the beliefs of buyers about product performance. This association would arise from direct belief associations of capabilities of people and products. Therefore, the first rival model tested here arises from this hypothesized association and posits an additional path from country-people competence (CPCO) to country-people evaluation (CPEV). unchanged for each sample, except for chi-square and the normed chi-square. The normed chi-square differs by only one tenth of a decimal. The additional path is statistically significant in 1995 but not in the predicted direction. Finally, little additional predictive power was gained from the rival model (from 0.51 to 0.54).
Compared with the rival model, the original model was preferred. In a recent study by Laroche et al. (2005) , they found a significant positive effect of country image on product evaluation. Country image was formulated as a higher order factor comprising three constructs (country beliefs, people affect, and desired interaction). The product evaluation in their study was operationalized similarly to the construct response (RE) in our study; that is, product evaluation in their study was measured by pride of ownership, intention to purchase, and liking ("for people like me"). Accordingly, another rival model that posits two additional direct paths from country-people character (CPCH) and country-people competence (CPCO) to response (RE) was tested. Compared with the initial model, the rival model realized only a slight improvement in fit indices, averaged over the three years: the normed chi-square dropped by 0.05, the NFI increased by 0.01, and the SRMR decreased by 0.01. Little additional predictive power was gained from the rival model (from 0.51 to 0.54). Moreover, the additional two paths were not supported across three samples, since only the effect of country-people competence (CPCO) on response (RE) is statistically significant in 1995, but not in the predicted direction.
Therefore, after testing two rival models that drew from other researchers and model frameworks, no better model was found. Given the low sacrifice in fit indices and predictive power but a better parsimony and predicted path significance, the initial model was more acceptable and was used for the following multigroup analyses.
Multigroup comparisons for construct means and structural relationships Measurement invariance. Before valid group comparisons of construct means and inter-construct relationships, it is important to address the issue of measurement Modeling country image effects invariance (e.g. Byrne and Watkins, 2003; Reise et al., 1993) . We followed Vandenberg and Lance' (2000) procedures for testing configural invariance, metric invariance, and scalar invariance using MGCFA.
Tests of invariance involve a comparison of nested models; and in this case, three were tested (labeled as A, B, and C in Table V ). The extent of measurement invariance increases from the first to the third model; reasonable fit to each model correspondingly suggests greater degree of invariance. Based on a recent large-scale simulation study of fit index performance in measurement invariance testing, Cheung and Rensvold (2002) recommended examining the change in CFI. They also concluded that change in CFI of 2 0.01 or less indicates that the invariance hypothesis should not be rejected. All three models were found to have good overall fit to the data. Most importantly, the CFI remained unchanged across models, proving support of metric and scalar invariance (Cheung and Rensvold, 2002) .
Comparisons of construct means across groups. Comparing Model D with Model C, CFI decreased by 0.02, which indicates that differences exist in latent means among the three groups. Therefore, Model C was used to assess the differences in construct means across groups by constraining the factor loadings and intercepts of the indicators to be equal across groups, while allowing the construct means to be freely estimated within each group. The reference group used was the pre-crisis, 1992 sample as the base for comparisons (i.e. how much the 1995 and 2005 means differ from the 1992 means is estimated; see e.g. Jöreskog and Sörbom, 2001 and Kline, 2005) . Table VI and Figure 3 show that the means of the constructs of country-people character (CPCH), country-people evaluations (CPEV), and response (RE) in 1995 are statistically Comparisons of structural relationships across groups. To investigate the differences in inter-construct relationships, MGSEM was used to fit the hypothesized structural model for three groups simultaneously. Structural paths in each group were freely estimated while group invariant factor loadings for the indicators were imposed. Figure 4 shows the MGSEM results, which are generally consistent with the SEM results in Figure 2 . All the model fit indices shown in Figure 4 again fall within the recommended range. The reported path estimates are common metric standardized solutions (i.e. estimates are comparable across groups; see Jöreskog and Sörbom, 2001) . Again, the hypothesized effects are all statistically significant, except for the path from country-people character (CPCH) to product evaluations (PEV) in 1995, and the path from country-people competency (CPCO) to product evaluations (PEV) in 2005. All the statistically significant relationships are in the hypothesized direction. Response (RE) has 68 percent, 55 percent, and 70 percent of its variance explained in 1992, 1995, and 2005, respectively. As can be seen in Figure 5 , there are several notable changes in structural relationships from 1992 to 2005. The estimated path from country-people character (CPCH) to product evaluations (PEV) went down in value and then went back up again (from 0.33 to 0.17, then to 0.63); the 2005 path coefficient is almost twice as high as the 1992 path. An opposite pattern of change occurred for the path from country-people competence (CPCO) to product evaluations (PEV) (from 0.28 to 0.54, then to 0.06); the 2005 path is even lower than the 1992 path. All such pair-wise comparisons are statistically significant (p , 0:05) . Among all the paths, the path from country-people character (CPCH) to country-people evaluations (CPEV) is the strongest across all To better understand how the proposed model has changed over time (i.e. the second objective of the study), we examine the direct and indirect effects of the explanatory constructs on product response (RE) (see Table VII ). From 1992 to 2005, the total effect of country-people character (CPCH) on response (RE) increased (from Discussion This study developed and tested a model of country image effects across time. The form of the model proved to be useful for studying the set of relationships among the country and product images with data collected multiple times over a protracted time span (13 years) including a serious international incident. Australian consumers protested in the streets over French actions and there were many reports of negative actions towards French products. However, nine years after the incident, relations show signs of significant recovery even beyond pre-incident attitude levels. The proposed model fits well in each time period and revealed major changes in the relative influence of the psychological constructs constituting attitudes of Australian consumers to the French, France, and French products.
The main change involves the relative roles of views of France and the French character and competency in affecting product responses. It appears that the international crisis around the French nuclear testing has affected the relative importance of country-people character beliefs in explaining Australian consumers' responses. During the crisis, negative feelings and evaluations towards France rose and country-people competency had risen in significance and explanatory power over country-people character in explaining product evaluations. In the final period, the actual values of country and people character have more than recovered. Also, the country-people character beliefs now more strongly predict product evaluation assessments. These product evaluations have recovered their importance in explaining consumer responses. Therefore, the recovery of French products seems to be based on improvements in evaluations of the character of the country and people. Moreover, these country-people character evaluations play a much stronger relative role in product evaluations after the crisis than before.
Beliefs about the country-people competency ratings (i.e. how educated the populace is and how industrialized the country is) are likely to be fairly stable overtime. Hence, they are less likely to be affected by political events. Therefore, the rise in importance of country-people competency beliefs in explaining product evaluations and response during the "active crisis" period in 1995 would have been of benefit to France in stabilizing and sheltering the ratings towards French products from more devastating impacts of declines in country-people character and country evaluations. The decline in the impact of competency beliefs on product response in 2005 is perhaps worrisome should there be another situation involving tensions between Australia and France in the future. Trust in a seller is built on experiences, and highly trusted sellers (brands) can build up what Marconi (1997) refers to as a "reservoir of goodwill" that puts the trusted agent on more solid ground in dealing with a crisis. However, once that reservoir has been tapped (as it surely has been by this incident), that goodwill is gone and not available to buffer negative reactions in any subsequent crisis.
Overall, Australian consumers appear to have changed both their ratings of the French and French products, as well as the ways they come to their response-based decisions about French products. In both cases, these shifts have benefited France, at least for now. The shift to greater reliance on country-people character beliefs in product evaluations suggests there is a new sensitivity to the more general nature of the country and its people by Australian consumers in thinking about doing business with France. If France does engage in activities that are offensive to Australians in the future, old "animosities" will likely be easily rekindled with major and possibly more lasting effects.
Although this study is more broadly based and does not focus on the narrower base and issues as the country-of-origin animosity literature, we do note that the one item LIKE used in this study is the same as the single item that has been used to measure a general animosity construct in past animosity studies (e.g. Hinck, 2004; Klein et al., 1998; Witkowski, 2000) . Through the crisis and post-crisis period, the rating of this item dropped and then went back up again (from 5.07 to 4.05, and then 5.64; p , 0:05 for all changes). The LIKE item was also found to have strong positive correlations with the Response (RE) items across years. This finding is consistent with past studies where animosity has been found to be a strong predictor of country image effects on willingness to buy.
The question certainly arises concerning the possible actions of managers who are victims of "collateral damage" in such international tensions. Boycotts in Australia and other countries of French products were widespread and cut across all product categories. Edwards et al. (2007) reported that marketers of all types of French products felt there was little they could do to ameliorate their losses and decided to just "keep a low profile". However, they advised marketers to be careful not to withdraw for prolonged periods from the marketplace under such circumstances. We would concur IMR 25, 4 that there was likely little they could do at the time. We know of no particular rationale or substantiation for expectations that marketers of some products might fare better in this or other situations of this type. As noted in the one product-based study of the backlash from nuclear testing on French products, Bentzen and Smith (2001) observed both short and long-term impacts on the most renowned of products from France, wine. Certainly, research on this issue of product vs general consumer orientations would be warranted and possibly very helpful for marketers.
We would conclude by noting that marketers would be well served by efforts to carefully monitor consumer sentiment with general measures of country, people and product images to identify when attitudes were shifting. When this happens, the attitude components that are the foundation of recovery could help flag the importance and timing of an emphasis on country and people dimensions as a basis for riding the wave upward. Such an approach would link the positive characteristics of the product to the nature of the people and country. In the case of France, such an appeal might draw on the fine character of the taste or quality of the product to link to the "fine tastes and sensibilities of the French people and their long traditions of elegance, style, and joie de vivre" as the basis of appeal to Australians who are also "full of life and good times". An appeal base like this could be translated out into specific promotions by marketers of a range of products. Additionally, the trade personnel in the French embassy could support the efforts of France's exporters through programs promoting France-Australia cultural linkages and showcasing French products with strong Australian-culture linked themes to show allegiance of French and Australian values and lifestyles. In fact, the French government did undertake several such general initiatives, including the showcasing of Australian aboriginal art in a French museum. We would stress again that the timing of these initiatives would have to be very sensitive to the emotion-based attitudes of Australians, so again, tracking research is an imperative for effective efforts or there would be considerable risk of provoking backlash.
This study is unique in several ways in contributing to understanding country image and country equity over time:
. There are very few studies which have used model-based evaluations of effects of country and people beliefs and evaluations to explain responses to consumer products from foreign countries, especially involving multi-group structural equation modeling to test model invariance effects. The model's good fit across periods provides strong support for the model's usefulness in examining country equity over time. The measures used here were general and not event specific. The previous studies of impacts of international conflicts have used measures of animosity that were event specific and likely highly reactive (Riefler and Diamantopoulos, 2007) . By making no reference in the questionnaire to the events that affected international relationships and might or might not affect consumer responses, a more valid test of consumer response mechanisms, including the sources of effects, is possible.
. Leading from the first two points, what is apparent is that a valid and stable approach is now available to monitor attitude components of country-people and Modeling country image effects country-related product images in assessing temporal or crisis-based shifts in attitudes and responses.
. Significant evidence is provided concerning the length of recovery time from a major international conflict and can be used to study future events and their impacts on consumers. While the exact timing of recovery is still not known, the data set in this study bridges the incident and the recovery period.
. Repeated measurement of attitudes over time can not only be used to track recovery from negative events but also can be used to track the impacts of positive events such as the Olympics, i.e. to track the length and mechanisms for both positive and negative consumer responses.
Certainly further work is needed in the development and further validation of the construct scales and their application in other multi-year research and in instances of international conflict or other major events. Events with such enormous negative consumer reaction are extremely difficult to predict. Notwithstanding, they may be increasing in number. There have been many calls for boycotts of products from many countries around the world in connection with conflicts in the Middle East and South Asia. It is likely such forms of protest will increase rather than decrease in the future. Much more needs to be understood about processes affecting boycott behaviors directed at products of countries and for the restoration of consumer relations over time. However, this area of research holds promise for making a significant new contribution to understanding the mechanisms involved in consumer country image formation and use.
